Full rich flavor, not full price. 


Retail Meeting 

Leader’s Guide 
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NOTE: THIS LEADER’S GUIDE 
IS IN TWO PARTS 


• Main Room Section Director’s 
Portion: Pages 1-14 

- Use Appropriate Colored Overheads 

From Management Meeting 

• Breakout Room Division Manager’s 
Portion: Pages 15-31 

- Use Black & White Overheads 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxm0004 
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NOTE TO TRAINER: 


Be sure your group understands the following key points: 

o The price value category continues to grow. 

o That growth is accelerated in C-stores, a traditional PM 
stronghold. 

- PM has a 46.3% share. 

- Marlboro has a 29.7% share. 

o The difference between "price sensitive" and "price 

driven" consumers: Bucks is expected to appeal to price 
sensitive smokers—those who are concerned about price but 
not willing to sacrifice flavor or, more importantly, the 
image their brand evokes. This kind of smoker probably 
claims one brand as their own but may purchase a lower 
priced alternative. Promotional offers have appeal to 
these consumers. Price driven consumers, on the other 
hand, generally make their purchase decision based 
primarily on price; image is not an important factor when 
choosing a brand. 

o The strategy for Bucks is to build brand loyalty through 
heavy promotion. There are no plans to coupon cartons. 

The aim is to attract smokers who want to feel good about 
their brand, not those just looking for price. Bucks is 
dependent on promotions for its position. 

o Bucks will play both offensive and defensive roles: 

- Offensively, it will provide an alternative to 
competitive, male-oriented entries. 

- Defensively, it will provide an appealing alternative 
for price sensitive PM smokers looking to switch. Our 
current price value brands capture about 20-25% of 
out-switchers from PM brands. 

o Point out that Bucks is a well planned introduction. It's 
fun to work and is successful in test market. The company 
understands that Bucks will appeal to some Marlboro 
smokers. Bucks flavor message should do just this (Bucks 
is a red pack, cork tip, full margin type product that 
emphasizes flavor.) However, as an alternative to 
out-switchers from PM products and an alternative choice 
for smokers of competitive products, it's worth it. In 
fact, test market results indicate the majority of Buck's 
sales come from competitive products. 
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NOTE TO TRAINER (continued): 


o Since Bucks' audience is expected to be male pack 

purchasers, initial efforts should be to gain distribution 
and visibility in pack outlets, but not to the exclusion 
of carton outlets, especially those with strong pack 
sales. 

o We do not want to overload Bucks at retail. Gratis 

maximum are just that—maximums. It is not necessary to 
sell in the maximum simply because the account qualifies 
by volume. Sell-in should be based on the inventory, 
display, and promotional needs of the account. An 
important element in a successful new brand introduction 
is the retailers' perception that the brand is selling. 
Frequent reordering supports this perception. 

o Every effort should be made to sell the entire Bucks 
Display Participation Program (BDPP). Retailers will 
receive double payment for authorizing three introductory 
promotions with POS. The key to a successful introduction 
is continuity. 

o While Bucks is primarily a pack proposition, the carton 
price is still about $2.50 less than full margin brands, 
and several media and in-store promotions involve carton 
purchase follow-ups. We must ensure availability in 
carton as well as pack outlets. 

o Whenever possible, the semipermanent set-sell should be 
used in accounts with B's but without BV's. Bucks pricing 
as determined by the retailer, should be clearly 
communicated. 
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MAIN ROOM 




About the Product 


o Bucks Kings 14 mg tar 

1. 0 mg 
nicotine 

o Bucks Lts Kings 10 mg tar 

.7 mg 
nicotine 

o Soft pack only 
o Cork tip 
o Generic pricing 

- Same as Cambridge/Alpine 

- $39.25/thousand 

- $471.00/case 

- $7.85/carton 


Introduce the product: 

"Bucks, our new entry into the 
price value segment, was introduced 
into test market in Arizona and 
Birmingham during January 1990." 


Review product details. Note that 
at 14 mgs tar, Bucks Kings is not 
in the "full tar" range. We are 
not, however, marketing Bucks Kings 
to emphasize as a selling 
proposition that it is a low-tar 
packing. We are emphasizing taste. 
Full taste is as much a function of 
blend and flavor as of tar and 
nicotine. Smokers will realize 
this one they try Bucks. 
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State: 


3 . 

"The retailers were excited 
about the brand—more so than 
any other." 

"Selling-in was fun and 
easy." 

"Retailers and customers were 
talking about the 
advertising. They wanted the 
posters." 

"Everyone loves the 
promotions." 

"I'm the biggest skeptic—was 
I ever wrong." 


"Sales force and market responses 
in the test markets will give you 
an idea of what to expect from this 
product." 

Read quotes to your group. Be sure 
to convey the enthusiasm felt by 
the Sales Force involved in the 
test markets. 

"The retailers were excited about 
the brand—more so than any other 
new brand." 

"Selling-in was fun and easy." 

"Retailers and customers were 
talking about the advertising. 

They wanted the posters." 


"Everyone loves the promotions." 

"I'm the biggest skeptic—was I 
ever wrong." 


4. 

"Terrific advertising." 

"Stock clerks are selling it 
to consumers." 

"My Division has over 93% 
overall distribution and it's 
being maintained." 

"Consumers were asking for 
more '20 Bucks for a buck.'" 


"Terrific advertising." 

"Stock clerks are selling it to 
consumers." 

"My Division has over 93% overall 
distribution and it's being 
maintained." 

"Consumers were asking for more '20 
Bucks for a buck.'" 


fo 

o 
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5. 

"It's one of the few test 
brands the trade thinks we 
should go national with." 

"People are changing over 
from Camel Lights." 

"Retailers said it was the 
best new brand introduction 
they've seen." 

"The play on name and image 
is so different from what we 
have done. Consumers bought 
off on it instantly." 


"It's one of the few test brands 
the trade thinks we should go 
national with." 

"People are changing over from 
Camel Lights." 

"Retailers said it was the best 
new brand introduction they've 
seen." 

"The play on name and image is so 
different from what we have done. 
Consumers bought off on it 
instantly." 



Summarize the quotes: 

"We clearly learned from the test 
that Bucks is a brand that's fun to 
sell in, fun for distributors and 
retailers, and fun for consumers." 

"And more than that, Bucks truly 
did 'Buck the System.' It proved to 
be a success in several important 
areas." 


- 3 - 
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Discuss the test results: 

o Bucks met or exceeded share 
objectives, 

o Good initial distribution was 
gained. 

o We learned that there is a 
market for product like 
Bucks. 


3 . 

Bucks the 

System in 

Awareness 


Bucks% 

Macma% 

I Brand 1 

I Awareness 

51 

33 1 

1 

Awareness 

37 

18 

Trial 

15 

8 


Review chart comparing Bucks 
awareness to Magna awareness. 

Note that these figures were 
gathered through telephone tracking 
conducted after only six weeks of 
advertising. 
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9 . 

Whv the Bucks Test Succeeded 

o Appeal/identity 

o Unique p/v position 

o Growing price value 
category 



Ask: "What are the reasons for 

this success? 

State: 

o Offering consumers of 
competitive products an 
appealing alternative to 
their current brand is an 
effective way to build unit 
volume. Bucks 7 appeal lies 
in both its taste and image. 
Many smokers of competitive 
products have switched to 
Bucks. 

o Bucks 7 image addresses 
another market reality— 
successful brands have a 
strong identity for a 
specific group or groups of 
consumers. This has always 
been part of our marketing 
strategy. 

o Bucks has accomplished this 
goal. Its image, 
communicated through 
innovative advertising and 
well thought out promotions, 
effectively reaches its 
audience. We expect this 
audience to be younger adult 
male smokers who purchase 
mainly in C-stores. 

o Bucks successfully achieved a 
unique p/v position: Most 
price value brands compete 
solely on price. During the 
test, Bucks had no on-carton 
coupons but attracted 
consumers through a heavy, 
effective promotional 
campaign that was instead 
perceived by consumers as 
adding real value. 

o Bucks capitalizes on the 

strength of the growing price 
value category. We know that 
this growth is fueled partly 
by brand proliferation—over 
15 brands with 64 packing 
nationally. However, 
consumers are willing to 
absorb them as quickly as 
they are introduced, as total 
p/v share continues to 
increase. 
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10. 



Price Value 

Catecrorv 

Trends 


Share 

Change 


as of 

since 


3/90 

3/89 

MSA 



(Shipment) 

12-month 



moving 

15.3 

+ 3.28 

Nielsen 

(Retail 

take-away) 

3-month 
moving 

16.41 

+ 3.22 


Review price value category trends 
of continued rapid growth: 

o MSA (shipment) share is the 
12-month moving for the 
period ending 3/90. 

o Nielsen (retail take-away) 
share is 3-month moving 
ending 3/90. 

o The change is compared to 
3/89. 


11. 

Price Value 

Share'Trends 

1 bv Trade Class 



Share 

Chancre 

Supermarket 

18.81 

+3.44 

Convenience 

14.87 

+3.38 

Grocery 

17.03 

+3.25 

Drug 

14.15 

+2.37 

Total U.S. 

16.41 

+ 3.22 

Nielsen 3mm 

effective 

3/90 


Discuss price value growth in 
various trade classes. 

Make these points: 

o Historically, price value was 
primarily a carton proposi¬ 
tion—smokers looking to save 
usually bought cartons. In 
time, price value picked up 
in pack outlets as well. 

o As this chart indicates, the 
category is now well 
established and growing in 
all trade classes. 

o Each kind of outlet offers 
opportunities for brands that 
appeal to their typical 
consumers. Most new entries 
are attempting to capitalize 
on those opportunities. 
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12 . 

Price Value Growth 


Chart comparing carton 
outlet p/v growth to 
growth in pack outlets 


Discuss price value growth in 
C-stores. 

State: 

"Where Bucks shows real promise is 
in pack outlets—convenience stores 
in particular—where the p/v 
category is growing nearly as 
rapidly as in supermarkets." 

Make these points: 

o This chart indicates that the 
category is now rapidly 
expanding in pack outlets, 
where PM has a 46.3% share 
and Marlboro has 29.7% share. 

o Is the time right for a 

Philip Morris entry that will 
have appeal to price value 
pack buyers? 



Discuss the impact of price value 
brands on Marlboro. 

o In introducing Bucks, we are 
sensitive to the attack on 
Marlboro, a pack brand, by 
competitive price value 
brands. 

o Brands such as Magna and 

Viceroy are aimed directly at 
Marlboro. 

o Marlboro accounts for between 
17-23% of switchers to p/v. 

o It's apparent that the growth 
of one brand or category 
comes at the expense of 
another. 

MOTE: Test market results indicate 

that the majority of Bucks' sales 
were from competitive products. 
Marlboro share loss was minimal. 
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Ask your group: 


14. 

Given These Conditions : 

- Increasing price value 
growth 

- P/V brands targeted 
towards specific groups 

- Growing price value share 
in C-stores 

- Absence of p/v brands with 
image 

- Switchers from Marlboro to 
price value 

What Kind of Product 
Would You Introduce? 


"Given these realities, what 
kind of product would you 
introduce?" 

Be sure your group understands how 
Bucks fits well with our overall 
marketing strategy—as well as 
providing an attractive alternative 
for price sensitive Marlboro 
smokers. 


Summarize Bucks strategy: 



o Bucks will play both an 

offensive and defensive role, 
offering consumers "full rich 
flavor, not full price." 

Think of what a red pack, 
cork tip cigarette signifies 
(flavor, as in Marlboro). 

o Offensively, it will be an 
alternative to competitive 
price value entries with 
male, pack and C-store 
orientations, 

o Defensively, it will offer a 
male, pack, price value 
alternative to current PM 
full-margin pack consumers 
looking to switch. 

- Our existing p/v brands 
recapture only 20-25% of 
out-switchers from PM. 


- 8 - 

Source: https://www.industrydocuments.ucsf.edu/docs/xnxm0004 


8/90 


2040404623 





Review overhead 


16. 

Bucks will be : 

o Heavily male oriented 

o Heavily pack oriented 

o "Full rich flavor, not 
full price" 


Review overheads #17 through #19 
carefully. Your group must under¬ 
stand, and be able to communicate 
to their accounts, the expected 
audience for Bucks. 

o Not all p/v smokers are 
alike. 


17. 

Who Buys Price Value ? 
o Price driven consumer 

- Looking mainly for 
lowest price 

- Lower brand loyalty 

- Lots of choices 

o Price sensitive consumer 

- Would like to save money 

- Doesn't want to 
sacrifice image, flavor, 
quality, taste 

- Not many choices 


o Some are concerned only with 
price. They have very little 
brand loyalty, usually 
choosing the lowest priced 
brand available at the time 
of purchase. We call them 
"price driven." This 
consumer has many brands to 
choose from. 

o Others typically have a brand 
that they would claim as 
their own but may be looking 
to save money or be willing 
to purchase a lower price 
alternative. Promotions are 
especially attractive to 
these consumers. 

To these "price or promotion 
sensitive" smokers, brand 
image and quality are 
important factors that they 
prefer not to sacrifice. 

This consumer doesn't have 
many viable choices. 
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o While Bucks is a price value 
product, the emphasis is on 
value through flavor and 
•promotions . 

o Bucks is designed to appeal 
to smokers who want to feel 
good about their brand. 



o To appeal to these smokers, 
the decision was made to 
shift budget dollars away 
from on-carton coupons and to 
use that money on creative 
advertising and innovative 
promotions that build a 
loyal, solid consumer base. 

o We need to establish with 
retailers and consumers that 
Bucks is more of a 
"discounted full margin 
brand" than an uncouponed 
p/V product. 
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Review key dates for the Bucks 
introduction. 


20 . 

Key Dates 

Week Of 


o Retail meetings 8/27 

o Retail coverage 10/1 

o Prebook/prelabel 8/27 

o Sell in samples 8/6 

to field 

o Product shipped 9/17 

to trade 


21 . 

Launch Strategy 

o Gain rapid distribution in 
PACK outlets 

o Upgrade BV to 3-TIER or 
greater display 

o Increase BV penetration 

o Expand AV capacity if 
required 

o Promote in the store— 

A MUST! 


Review overhead. 


N 
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22 . 

Overview of Bucks Retail 
Programs 

o Header and top position on 
BV 

o Header and top position on 
AV 

o Semipermanent S/S 
o Position on R and C 
o Gratis 

o Display continuity program 
o Set-sells 

o POS and media advertising 
o Sampling 

o Ongoing retail promotions 


Review briefly so that your sales 
team understands Bucks will be 
heavily supported and promoted at 
retail. DM's will fully cover 
these points in their breakrooms. 



Briefly review Retail Promotion 
Schedule. 
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Retail Promotion Schedule 


i 

OJ 


OD 

\ 

'.Q 

O 


Outlet 

Month Type Promotion 


Oct. 

Pack or Ctn. 

20 Bucks for $1 
(VPR) 

Oct. 

Pack or Ctn. 

20 Bucks Free 
(2-for-1) 

Nov. 

Pack 

20 Bucks Free 
(2-for-1) 

Nov. 

Carton 

60 Bucks Free 
(5-for-2) 

Jan. 

Pack 

3 Pack Promo/ 
Poker set 

Jan. 

Carton 

Carton Promo/ 
T-Shirt 




Continuity 


Size 

Payment 

Program 

40 or 

100 pack 

$2 

$4 

5 

10 

20 Deal 

2 


50 Deal 

5 

4 

10 

20 Deal 

2 

4 

50 Deal 

5 

10 

40 deal 

5 

10 

10 deal 

2 

4 

20 deal 

5 

10 

30 deal 

5 

10 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxm0004 



24. 

A Successful Bucks 
Introduction Benefits — 


o Consumers—Get a brand 
with image 

o Retailers—Offer 

customers unique value 
through consumer 
promotions 

o PM—Increased share and 
volume 


Close the Main Room discussion by 
explaining that elements of the 
retail introduction will be 
discussed in break rooms and by 
reviewing benefits of a successful 
Bucks introduction: 

o The consumer saves money 
while smoking a brand with a 
"fun" image and good flavor. 

o The retailer can offer 
consumers a low priced 
product that also adds 
value through unique 
promotions. 

o Philip Morris will increase 
share in the category and 
sell additional units. 
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Division Breakout Room 


Leader’s Guide 
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NOTE TO DIVISION MANAGERS: 


Be sure your group understands the following key points: 

o The price value category continues to grow. 

o That growth is accelerated in C-stores, a traditional 
PM stronghold. 

- PM has a 46.3% share. 

- Marlboro has a 29.7% share. 

o The difference between "price sensitive" and "price driven" 
consumers: Bucks is expected to appeal to price sensitive 

smokers—those who are concerned about price but not willing 
to sacrifice flavor or, more importantly, the image their 
brand evokes. This kind of smoker probably claims one brand 
as their own but may purchase a lower priced alternative. 
Promotional offers have appeal to these consumers. Price 
driven consumers, on the other hand, generally make their 
purchase decision based primarily on price; image is not an 
important factor when choosing a brand. 

o The strategy for Bucks is to build brand loyalty through 
heavy promotion. There are no plans to coupon cartons. The 
aim is to attract smokers who want to feel good about their 
brand, not those just looking for price. Bucks is dependent 
on promotions for its position. 

o Bucks will play both offensive and defensive roles: 

- Offensively, it will provide an alternative to 
competitive, male-oriented entries. 

- Defensively, it will provide an appealing alternative for 
price sensitive PM smokers looking to switch. Our current 
price value brands capture about 20-25% of out-switchers 
from PM brands. 

o Point out that Bucks is a well planned introduction. It's 
fun to work and is successful in test market. The company 
understands that Bucks will appeal to some Marlboro smokers. 
Bucks flavor message should do just this (Bucks is a red 
pack, cork tip, full margin type product that emphasizes 
flavor.) However, as an alternative to out-switchers from 
PM products and an alternative choice for smokers of 
competitive products, it's worth it. In fact, test market 
results indicate the majority of Buck's sales come from 
competitive products. 
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NOTE TO DIVISION MANAGERS (continued): 


o Since Bucks' audience is expected to be male pack 

purchasers, initial efforts should be to gain distribution 
and visibility in pack outlets, but not to the exclusion of 
carton outlets, especially those with strong pack sales. 

o We do not want to overload Bucks at retail. Gratis 
maximum are just that—maxiraums. It is not necessary 
to sell in the maximum simply because the account qualifies 
by volume. Sell-in should be based on the inventory, 
display, and promotional needs of the account. An important 
element in a successful new brand introduction is the 
retailers' perception that the brand is selling. Frequent 
reordering supports this perception. 

o Every effort should be made to sell the entire Bucks Display 
Participation Program (BDPP). Retailers will receive double 
payment for authorizing three introductory promotions with 
POS. The key to a successful introduction is continuity. 

o While Bucks is primarily a pack proposition, the carton 

price is still about $2.50 less than full margin brands, and 
several media and in-store promotions involve carton 
purchase follow-ups. We must ensure availability in carton 
as well as pack outlets. 

o Whenever possible, the semipermanent set-sell should be used 
in accounts with B's but without BV's. Bucks pricing as 
determined by the retailer, should be clearly communicated. 
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Bucks Potential Audience 


Smokers of: 

- Winston 

- Camel 

- Viceroy 

- Magna 

- Doral 

Any others? 


Clarify any questions your group 
may have concerning the rationale 
for Bucks. 

Be sure they understand the 
intended audience of "price 
sensitive" rather than "price 
driven" consumers. 

Before showing overhead, ask: 

"To which competitive-brand smokers 
do you think Bucks will appeal?" 

Solicit responses, then summarize: 

"Given Bucks' male, pack 
orientation, Bucks is likely to 
appeal to smokers of Winston, 

Camel, Viceroy, Magna, and Doral." 

Your group should understand and 
communicate to retail that we are 
not attempting to cause Marlboro 
smokers to switch. 



Discuss retail trade gifts. 

Distribute and review the sell-in 
brochure. 


ro 

o 

o 

o 


A 

o> 

CO 

CO 
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Review overhead. 


3. 


Launch Strategy 

o Gain rapid distribution in 
PACK outlets 

o Upgrade BV to 3-TIER or 
greater display 

o Increase BV penetration 

o Expand AV capacity if 
required 

o Promote in the store— 

A MUST1 


Remind your group that accounts may 
be paid for a maximum of 12 
combined BM/BL and BV trays. 
Wherever possible, BV f s should be 
upgraded. 


r- 

1 

1 In-Store Positionina Overview 1 

2 Shelf BV 3 

Shelf 

Months 12 3 

1-3 

Shelf 1 B^^ B*** B 

Shelf 2 C A C 

Shelf 3 - - 

Bucks 

Camb¬ 

ridge 

Alpine 

1 What about FVB? Bristol? I 

* Bucks 
** Cambridge 
*** Alpine 



Review the in-store positioning 
overview for packs. 

Solicit responses to merchandising 
our full line of p/v products. 

Areas to be addressed include 
accounts with Plan BV, Plan B 
accounts without Plan BV, Plans R 
and C, and carton merchandising. 

For all accounts with both Plans B 
and BV, Bucks will not be on the 
Plan B display. 
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Review payments for semipermanent 
set-sell: 


5. 

Semipermanent Set-Sell 

o For accounts without BV, 

R, C or AV pack topper 

SS payment - $7.50/inonth 

NSS payment - 5.00/month 


o A semipermanent set-sell has 
been designed for placement 
in accounts with no price 
value pack display 
alternative. 

o Payment is not authorized in 
accounts with plans BV, R, C 
or AV pack toppers. 

o In accounts without BV's or 
AV pack toppers, or where you 
cannot sell in a semi¬ 
permanent display, Bucks will 
occupy the primary B position 
for months 1-2. This should 
be seen as a last resort. 


6 . 

In-Store Positioning Overview 

o 22,000 accounts with Plan 
B but no BV 

o Bucks on B display in this 
case should be last resort 

o Positioning priorities 

- Sign BV 

- Semipermanent set-sell— 
SS or NSS 

- On B display 


Before showing overhead, ask: 

"Nationally, there are 22,000 
accounts with Plan B but no Plan 
BV. How do we want to merchandise 
Bucks in these accounts?" 

Ask for suggestions, then reveal 
overhead and discuss priorities for 
positioning. 

1. Gain new BV placements. 

2. Place semipermanent set-sell 
in a self-service or 
non-self-service position 
for introductory period. 

3. Place Bucks on the B 
display. 

Discuss opportunities in your 
division. 
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Ask your group: 


"Even though Bucks is a pack brand, 
what should we do in carton 
outlets?" 


7. 

What About Carton Outlets ? 

o Attractive carton price— 
about $2.50 less than full 
margin 

o Pack buyers dp shop in 

carton outlets and trend is 
growing 

o Promotions involve carton 
purchase follow-ups 

o Availability and proper 
merchandising are 
essential—especially 
Plan R or C accounts 


Be sure they understand these 
points: 

o While Bucks will appeal 
primarily to pack outlet 
shoppers, carton sales are 
also important. The carton 
price is about $2.50 less 
than full margin brands. 

o Many high volume carton 

outlets sell more packs than 
typical pack outlets. 

Example: 700 CPW supermarket 

with a typical sales ratio 
of 70% carton sales, 30% pack 
sales, will sell about 2100 
packs per week (.30 x 700 = 
210 cartons or 2100 packs). 
The average C-store sells 
about 180 CPW. 

o The trend of increasing pack 
sales in typically carton 
outlets is expected to 
continue. 

o We can't ignore smokers who 
purchase by the pack in these 
predominately carton outlets. 

o Several media and in-store 
promotions involve carton 
purchase follow-ups. 

o For the above reasons, we 
must ensure availability and 
optimum merchandising in 
carton as well as pack 
outlets. 
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In-Store Positioning Overview 


o Bucks must be available to 
pack customers who 
purchase in carton outlets 

o Place Bucks on 

- one-half of Plan R 
display space 

- one-third of Plan C 
display space 


Review overhead, discussing 
merchandising Bucks on Plans R and 
C. Stress that high volume carton 
outlets sell many packs. 


Note that: headers and strips are 
being supplied for all types of 
hardware. 


In-Store Positioning Overview 
o Permanent carton home . 

- P/V department 

- PM value hardware (4/7 

wide) 

* Use additional 
hardware, shelves, 
extenders as required 

* Place near top of 
fixture 

* Use Bucks header 

* Place in pack topper 


Review in-store positioning 
overview for cartons. 

Discuss use of vacated Cambridge 
and Alpine rows due to 
participation in Plan PV ($.50 
program). 
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Review gratis. Make these points: 


I 10. 



1 Launch Stratecrv—1st 

Month 

o Primary 

coverage to pack j 

outlets 



I o 10% Gratis 


Volume 

Max. 

Gratis 

CPW 

Sell-In 

Cartons 

50-250 

10 ctns. 

1 

251-499 

20 ctns. 

2 

500+ 

30 ctns. 

3 


11 . 

Which account will perceive 
Bucks as a winner ? 

- Account accepts 30 
cartons initially, has 
15 left after 5 weeks, 
hasn't reordered? 

or 

- Account accepts 10 
cartons initially, 

orders 3 additional 
cartons/week for 5 
weeks? 


o These are gratis maximums. It is 
not necessary to sell in the 
maximum simply because the 
account qualifies by volume. 
Sell-in should be based on the 
inventory, display, and 
promotional needs of the account. 

For example: A supermarket 
selling 500 CPW may need only 5 
cartons of each packing if there 
is no Plan R or C in the 
account and no promotional 
opportunities. If there are Plan 
R and C, additional cartons will 
be necessary for pack display and 
inventory. 

A C-store with a Plan BV that has 
accepted a series of introductory 
displays will probably require 
more inventory than one that has 
not. 

o The point is two-fold: to use 
gratis strategically and to 
avoid over stocking accounts . 
Sell-in should be tailored to 
show steady product movement. 

Ask your group: 

"Which retailer is likely to 
perceive Bucks as successful: The 
retailer who orders thirty cartons 
initially, and after five weeks 
still has fifteen, and hasn't 
reordered? 

or 

"The retailer who orders ten 
cartons initially, and orders three 
cartons every week for five weeks? 

"Both have sold fifteen cartons but 
one is likely to (a) forget how 
many were ordered initially, and 
(b) think he or she is stuck with 
another new dud. The other will 
probably be encouraged and think 
of Bucks as a winner." 

Answer: In reality, three cartons 

per week in an account that sells 
150 CPW as packs is a winner. But 
the account that has to reorder 
every week is more aware of product 
movement and is likely to perceive 
Bucks as successful. 
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Discuss stocking strategy: 


12 . 

Retail Stocking Strategy 

o Do not overstock at retail 

o Plan stock needs according 
to: 

- Display 

- Retail promotions 

- Media-delivered 
promotions 

- Anticipated sales 

- Merchandising profile 


o To support the perception of 
Bucks' success, we do not 
want to overload stores. 

o Sell in sufficient inventory 
for— 

- Display 

- Retail promotions 

- Media-delivered promotions 

- Anticipated sales 

- Merchandising profile— 
Plans R, C, AV pack toppers 


3.3. 

Bucks Display Participation 
Program 

o Continuity Program—Double 
payments for promotion if 
one placed each month (for 
3 months) 

* Participation form 

* Pay double each month 

o Sell this program 
o Plan which accounts 


Review overhead. Stress these 
points: 

"Since Bucks is heavily dependent 
on retail promotion, a retailer 
incentive program has been designed 
to encourage committed 
participation during the 
introductory period. 

"Any retailer authorizing one of 
the following displays, with 
appropriate POS, in each of the 
three months (October, November, 
and January)will receive double 
display payments." 

It is important that your group 
understands the benefits of selling 
the entire program: 

- Retailer will see the long-term 
commitment PM has to this brand. 

- Retailer will know in advance 
what promotions are planned and 
be better able to allocate space. 

- Sales Reps will be better able to 
allocate their time. 

- If territories are changed, 
implementation will run more 
smoothly. 
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Review Bucks promotional display 
schedule. 

Remind your group that these 
promotions will come during a very 
busy fourth quarter. Time for 
planning will be allocated later in 
the meeting. 

o For the first promotion, "20 
Bucks for a buck," the net 
price to the consumer 
including all taxes should be 
$ 1 . 00 . 

o Discuss implementation of 
this VPR. Ask: 

- "Give your direction for 
reporting since the 
price reduction will 
probably be different for 
each account." 


- "Are there accounts with 
prices less than $1 per 
pack?" 

o In addition to the displays 
allocated, these promotions 
should be placed on BV's, 

R's, C's, AV pack toppers and 
B's (according to previously 
discussed guidelines). Reps 
will receive 3000 20-Bucks- 
for-$l stickers and 300 
2-for-l wrappers for the 
first month's promotions. 

o Point out that the decision 
to supply wrappers rather 
than ship pre-wrapped product 
was strategic. Purchasing 
product at wholesale helps to 
show steady movement through 
the pipeline. Product for 
the November promotions will 
be shipped pre-wrapped from 
the factory. 

Do not place any 2-for-l's or 
5-for-2's on B, BV, R, C or 
AV pack toppers. 


-24- 


204 0404640 


8/90 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxm0004 





Retail Promotion Schedule 


l 

to 

in 

1 


CO 

<0 

o 


Outlet 

Month Type Promotion 


Oct. 

Pack or Ctn. 

20 Bucks for $1 
(VPR) 

Oct. 

Pack or Ctn. 

20 Bucks Free 
(2-for-1) 

Nov. 

Pack 

20 Bucks Free 
(2-for-l) 

Nov. 

Carton 

60 Bucks Free 
(5-for-2) 

Jan. 

Pack 

3 Pack Promo/ 

Poker set 

Jan. 

Carton 

Carton Promo/ 
T-Shirt 


twtowwz 


Continuity 

Size Payment Program 


40 or 

100 pack 

$2 

$4 

5 

10 

20 Deal 

2 


50 Deal 

5 

4 

10 

20 Deal 

2 

4 

50 Deal 

5 

10 

40 deal 

5 

10 

i 

10 deal 

2 

4 

20 deal 

5 

10 

30 deal 

5 

10 
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F - 1 


Tvoe 

•k 

Pavment 

o 

10 pack set-sell 

NA 

o 

20 & 40 pack 
(1-3 checklanes) 

$2 

o 

20 & 40 pack 
(4+ checklanes) 

$3 

o 

100 pack bin 

$5 

* 

Payment authorized on 
non-self-service if POS 
placed 


Review set-sell program. 


16. 

POS 

o OPM header 

o AV header 

o R/C headers 

o BV/B headers 

o Posters, cards, banners, 
jumbos, talkers, static 
cling 

o Light thief 


Point out various POS items around 
the room. 
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Review media program: 


17. 

Media Program 

o Full media schedule— 
outdoor, newspapers, 
magazines 

o Media-delivered promotions 

Month Offer Media 

2 2-for-l FSI 

4 $1 Off 2 FSI 

packs 

o Direct mail—starting in 
early 1991 


o Media-delivered program will 
begin in the fourth quarter. 
In addition to $l-off-two- 
packs, some markets will 
feature a-free-carton-with- 
five-carton UPC's. 

o Direct mail will begin in 
early 1991. 



Review sampling. 

o CIP brochures will include a 
free pack coupon (where 
permissible under state 
laws), a $2-off-carton coupon 
and a bounce-back offer of a 
free wallet and additional 
coupons. 

o All sample 6's will include a 
2-for-l coupon 

o Sample 6's will not be 
delivered to markets that 
prohibit sampling. 

o Select key markets will also 
have agency samplers 
distributing sample 6's 
during weeks 5-8. 
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19. 

Launch Beginning—1st Month 

Promo 
Vehicles 
"Promote It" 


Visibility 
"See It" 


Distribution: Availability 

"Stock It" 

Concentrate on Distribution/ 
Visibility—Build the Base! 
Begin to Build Promotional 
Momentum at Retail 


Discuss the presence pyramid and 
note the first month objective of 
achieving distribution and 
visibility. Show how elements of 
the introduction relate to it, 
using overheads #19 through #22, 


20 . 

Launch Strategy—1st Month 
Distribution/Availability 

o 10% gratis 

o Sell in sufficient 
stock for fixtures, 
displays 

o Do not overstock 

o First priority is to 
sell in to accounts 
with high pack sales 

- May be C-store 

- May be supermarket 


Discuss first month distribution 
objectives. 


■p> 
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21 . 

Launch Strategy—1st month 
Merchandisina/Visibilitv 


o Top position on BV 
o Placement on AV pack 
toppers 

o Display on Plans R and C 
o Top position on B (where 
no BV, pack topper or 
semipermanent SS) 
o Top position on AV/AV 
header 

o Various set-sells 
o OPM headers and POS 


Discuss first month merchandising 
objectives. 

Reemphasize the importance of 
upgrading BV / s to enable 
merchandising of all p/v products. 


22 . 

Launch Strategy—1st Month 
Promotions 

o VPR retail promotion—”20 
Bucks for a buck" 

o 2-for-l retail promotion 

o Consumer sampling—CIP 

o Continuity program 


Discuss first month promotions. 

'‘Although we must, of course, gain 
distribution first, we will have 
promotions during the first month. 
What we'll see in the second and 
third months is more emphasis on 
the top portions of the pyramid— 
more promotional activities once 
distribution, proper permanent 
merchandising, etc., have been 
achieved." 
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Discuss mid-launch strategy. Show 
how emphasis shifts to activities 
aimed more towards the consumer. 


23. 

Mid Launch—2nd and 3rd Months 

Promo 
Vehicles 
"Promote It" 


Visibility 
"See It" 


Distribution: Availability 
"Stock It" 

Emphasis Shifts to 
Promotion—Get Accounts to 
"Sell" the Product 


24. 

Launch Strategy 
2nd and 3rd Months 

o Keep position on BV/AV/ 
pack toppers 

o Keep position on B 

o Various set-sells 

o Various and numerous 
retail promotions 

- Continuity program 


-30- 


8/90 


Source: https://www.industrydocuments.ucsf.edu/docs/xnxm0004 


2040404646 





Review sampling elements of the 
launch. 


25. 

Launch Strategy 2nd and 3rd 
Months 

o Sales Force sampling 

- CIP 

- Sample 6's with 2-for-l 
coupon 

o Media-delivered 2-for-l 
coupon 


26. 

Focus on Objectives for Bucks 

o Offensive and defensive 
introduction 

o Establish as a pack brand 
o Reach high volume pack 
outlets—an important 
priority 

o Gain pack availability/ 
visibility/promotion in 
carton outlets 
o sell the continuity 
program 

o in-store promotion a must 
- Develop brand loyalty 


Focus on the objectives for Bucks. 

"The aim of Bucks is to attract a 
loyal consumer base through unique 
promotions that add value for the 
consumer. We want Bucks smokers to 
feel good about their brand. 

"This is not just another entry 
into the 'price wars' of the price 
value category. With Bucks we 
offer pack purchasers an appealing 
alternative to competitive price 
value pack entries in whichever 
outlet they choose to shop. At the 
same time we strengthen our own 
position in the p/v category." 
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